








Creativity  is  generally  associated  with  the  innovation  and  change.  The  most  creative 












In  organizations  to  develop  creativity,  innovation  and  knowledge  should,  initially, 
encourage  people  to  discuss  and  confront  problems  (object).  The  relationship  of 
contemplation  of  the  object  and  the  experiences  emerges  mental  images,  enabling 
inspirations, which is the result of the process of fusion of ideas in the subconscious. The 
inspiration is the raw material of the imagination it takes to design or create a product, as 




































getting  highly  involving  issues:  we  have  different  arguments  about  creativity.  From 
concepts ancients based in notions of divine creators and mythical insights of creation, 






These  days,  information,  communications,  and  advertising  are  taking  over  the  words 






































issue  or  a  particular  situation,  solving  it,  or  explaining  it.  Innovation  is  usually  the 



























identify  the  critical  points  of  potential  risk  and  conflict.  Observe  situations  more  as 
challenges and feel motivated to face them. Losing the fear of being ridiculous and the 







































exercises  in  creativity  to  the  right  side:  funniest  new  names  for  the  same  thing,  new 
sounds, new melodies, poetry, jokes, etc. ironies. The practice of conscious exercise of 























The  human  imagination  became  the  raw  material  of  the  era  in  which  we  live.  Other 
sources  of  competitiveness,  such  as  capital  and  natural  resources,  suffer  the  law  of 
diminishing  returns.  On  the  other  hand,  creativity  and  innovation  are  one  of  the  few 
sources  of  competitiveness  whose  return  is  infinite  (Barret,  1998).  You  will  need 




































is  enabled  to  offer  all  possibilities.  They  will  play  in  our  subconscious  awareness 
summaries  and  new  configurations  of  the  data  on  which  work  our  intellect,  weighing 
them, judging them, adapting them to the problem or the situation. The emergence of 







school,  friends,  leisure  conditions  offer  the  full  exercise  of  exploratory  behavior  and 
divergent  thinking,  encouraging  the  use  of  imagination,  the  game,  the  constant 






spontaneous,  because  we  do  not  have  the  left  side  carper,  unless  the  mental 
programming made by the mother or the game of the family will cut that to condemn the 

































that  this  world  is  not  as  a  simple  geometric  figure,  but  whose  mysterious  complexity 
encourages the mind. The artist looks at his model in search of answers visible to the 
question: What is the nature of this life? More precisely, it seeks similar to the sets and 












different  is  harmful,  and  the  need  to  escape  from  a  given  condition  stems  from  a 
pathological condition inherent in the situation or the person, as in the mechanisms of 
escaping from the neurotic, which attach to the Freudian artists. Face to face with reality 






































give  their  employees  an  opportunity  to  express  their  views  or  simply  put  a  box  of 
suggestions at the reception. Sometimes the best idea is not with the marketing team, it   9 
can  emerge  from  the  factory  worker,  who  builds  the  product  and  knows  what 
improvements he may have to do more success in the market. 
 
We  described  above  that  the  terms  creativity  and  innovation  are  often  used 
interchangeably.  The  chief  purpose  here  in  distinguishing  one  from  the  other  is  to 
understand what each means so they can be managed better.  
 
Creativity  has  been  described  as  the  organization  of  thoughts  in  a  way  that  leads  to 
different  understandings  of  a  situation.  Innovation  is  more  often  associated  with 
generating new products or services.  
 









As  Advantages:  every  new  product  or  service  results  initially  from  an  idea  that  then 




Some  disadvantages:  the  environment  in  some  organizations  may  prove  hostile  to 
creativity, and anyone managing creativity is likely to encounter obstacles, for example: 















right,  but  listening  carefully  and  exploring  their  comments,  feedback,  and  complaints 
yields  new  ideas.  Relationships  with  suppliers  can  develop  beyond  purchasing  into   10 
partnerships exploring mutual benefit. Competitors have their own agenda for creativity; 
actively gathering intelligence on a competitor's activities can provide an early alert to 































as  well.  Challenge  others  in  the  way  they  do  things,  even  what  they  are  doing,  and 
encourage them to challenge you. You need to adopt a number of different roles to get 
the best from teams‐it's useful at various times to be the manager who sits hack, listens, 














































































more  efficient  than  our  competitors.  But  within  this  context,  specific  goals  must  be 
defined for each and every moment. 
 
Spend generously the creative spirit of his men. Always remember that the initial idea, 
which generally comes from a man and not a group, is as important as its implementation 
and administration. In practice, unfortunately, most of the recognition goes to the latter 
two phases. 
 
If you believe that creativity will come of its own accord or that it needs to be nurtured 
and often to try out new ways of doing things in a spirit of inquiry, to try managing 
creativity we do have a customer focus in order to produce goods or services that people 
want now or may want in the future. Understand the major business drivers profitability, 
competitors, technology, demand, costs‐against which ideas will be evaluated. Encourage 
trials and experiments and use failure to move on, not back. Weigh up the importance of 
creativity when recruiting new staff and don't accept that all conflict is negative and don't 
accept that creativity takes second place to order and routine.   13 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